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FACILITATING CLIENT RETREATS
Much as a partners’ retreat can be an effective
method for enhancing communication and bringing
about constructive change in a CPA firm, so can the
technique be useful to clients.
Change is often resisted, and CPA firms some
times find that an outside facilitator is more suc
cessful than a member of the firm in providing per
spective and challenging traditions. In a family
business, there are frequently a number of situa
tions where you could provide a valuable service by
persuading clients to hold a retreat with you as the
facilitator. There are three keys to doing this suc
cessfully. You have to
□ Sell the idea.
□ Conduct an effective and efficient retreat.
□ Devise an effective follow-up procedure.
Let's look at these in more detail.

Selling the idea
Selling the idea to a small business with one or two
owners can be a long, difficult process. You need
patience and perseverance. Sometimes you have to
be satisfied with just planting the seed of the idea
because the business person will respond, “I don’t
have the time,” “It’s too expensive,” “What do I need
that for?” Don’t let the prospect of such responses
deter you from raising the subject, however.
In conversations with clients, you need to listen
for issues that are bothering them and for opportu
nities to relieve their anxiety. Difficulties might
arise because the business is growing rapidly but
there is no strategic plan to deal with that growth.
The owner laments about this and that, but often
the real problem is that key people in the business
are not talking to one another.
Small family-owned businesses sometimes have a
succession problem. Perhaps the owner is getting
older and wonders whom to entrust with the busi

ness or whether to simply sell it. Is there a son or
daughter? Are there key management people?
Would they be interested in running the business?
Business succession is sometimes not discussed
because everyone wants to ignore the topic. Or if it is
discussed, presumptions are often made based on
inaccurate information. These are the types of situa
tions where I think you could sell the idea that a prob
lem exists, that there really needs to be a dialog, and
that it needs to be conducted away from the office.
Unless there is a facilitator present at such a
meeting, it is unlikely there will be true communi
cation. In the typical small business situation, dis
cussion will be dominated by whomever is the
strongest, or the loudest, or has the largest owner
ship interest, or whatever. Other attendees will
just give up, they won’t participate, and the retreat
will be a waste of time. You need to persuade the
client that it is really critical to have a facilitator
there.

What’s Inside . . .
□ A practitioner becomes enthusiastic about
strategic planning, p.3.
□ PCPS advocacy activities (TIC invites practitioners
to its meetings; TIC seeks comment online; TIC
encourages response to FASB prospectus on disclo
sure effectiveness), p.4.
□ Nonauthoritative practice aid on cash and tax-basis
financial statements available, p. 4.
□ Your voice in Washington (New guidance on corpo
rate state tax administrative uniformity available), p.5.
□

Upcoming AICPA conferences, p.5.

□ MAP committee members talk about local economic
and business developments, p.6.
□

Input on flexible work arrangements needed, p.8.
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So there you have some thoughts on selling the
idea. You have to plant the seed, let time go by, and
listen for opportunities to ease clients’ concerns.
How to conduct the retreat
The first step is to decide who should attend the
retreat. You will want to have people there who will
contribute to its success. Whom could this core
group include?
Well, it might include the chief financial officer
(CFO). The CFO could be anyone from the book
keeper to the treasurer. And you may want to have
the corporate secretary attend. Now who could
that be? Well, again, it could be the bookkeeper in
one of the smaller businesses, or it could be some
other administrative assistant. If the client is a
production-oriented company, you may want the
person in charge of production to attend. Decide
who the key people are, but don’t invite more than
five or six—otherwise the group becomes too
unwieldy. Between two and six people is about the
right size.
Then what you need to do is give them some
homework—that is, ask them to respond to a few
questions that will help you develop an agenda.
These could be questions concerning the direction
they see for the company or problems they believe
prevent them doing their jobs properly.
The responses will give you some idea of what
the key people wish to discuss at the retreat. For
example, they may want the meeting to be finan
cially oriented, or want it to focus on strategic
planning or the company’s mission. Or perhaps
they would like to spend time conducting a SWOT
(strengths, weaknesses, opportunities, threats)
analysis. You can obtain input from the partici
pants as to the company’s strengths and weakness
es, what opportunities it is overlooking, and what
competitive threats they see. Then add SWOT
analysis to the agenda. (You get people to do that
ahead of time.)
I usually suggest that clients’ retreats be held far
enough away from their place of business that it

would be difficult for them to just drop by. You
have to discourage that. Aim for two days and one
night. Most small business people will say they can
not afford the time for that or the money. The facil
ities need not be lavish, however. Just rent a room,
if need be. And have the client’s secretary make the
arrangements, so the client can control costs.

If we want clients to
listen to us, we must
prove we have
listened to them.
Most often, I start the retreat by asking what each
participant expects to see accomplished by the end
of the two days, and write his or her comments
down on flip charts. Then I cover the flip charts and
ask each participant what one of the others said. (I
tell them ahead of time I am going to do this.)
Invariably, they don’t have it quite right or missed
the boat completely as to what the other person
really said. I do this to open people's minds toward
really listening to one another and to set the tone of
the dialog for the whole retreat.
I ask the participants not to argue with one
another over some point (it doesn’t matter whether
they agree with it or not) but to listen and try to
repeat what the other person said. I facilitate the
retreat on the premise that participants never know
on whom I will call. They don’t want to be embar
rassed, so they really pay attention. If they start to
be argumentative or to editorialize, I can stop them
and ask them to focus on what the other person is
saying.

The follow up
Just before the conclusion, I ask the participants if
all the issues they wanted addressed have been cov
ered and if they have, initiate an action plan.
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Subsequent meetings won’t necessarily involve a
facilitator, so the plan must say what will be done,
by whom, and by when, and who will organize the
next meeting.
Someone must be assigned the responsibility for

A Convert to Strategic Planning
At its meeting in May, the AICPA small firm
advocacy committee (SFAC) devoted consider
able time to a strategic planning effort facilitat
ed by someone not connected with the commit
tee. As members of a newly established com
mittee, we believed the process would be bene
ficial in our efforts to address small firms’ needs
and concerns.
We started by discussing the purpose of the
committee and what we are doing. The facilita
tor kept the group focused in developing the fol
lowing mission statement: “To Champion the
Interests of Small Firms in All Issues Affecting
Firm Viability and Profitability.”
Our goals are to ensure that AICPA governing
boards, committees, and staff consider the
needs of small firms on a consistent basis. We
also aim to develop an extensive two-way com
munication network to link SFAC and small
firms, and identify and encourage the develop
ment of products and services that benefit small
firms. In addition, we would like to expand the
horizons of small firms, and obtain information
and identify trends to assist firms in their future
viability.
Our planning efforts were helped by an exer
cise in which we formed groups to discuss
what we believe the year 2000 will be like for
small firms. These discussions were lively, cre
ative, and interesting. Similar practitioner
roundtables might be worthwhile at certain
conferences.
I was initially skeptical of the value of strate
gic planning because, typically, you go through
the motions and there is no follow up. The dif
ference here was in having an outside facilitator
to keep us focused to where we could develop
specific goals, and the strategies, tactics, and
action plans to achieve them. I believe firms
and clients can also benefit from such a
process.
—by L. Minton Rosenhouse, CPA, H. Pearson
& Company, 2823 Kendale Drive, Dallas, Texas
75220-4736, tel. (214) 350-1100, FAX (214) 3506320

writing up the reports and sending them to all partici
pants within a designated period. There should be no
misunderstandings relative to the action plan. As facil
itator, make sure you receive a copy, so you can call
participants to remind them of agreed-upon actions.
Sometimes you have to be satisfied with clients
taking little action, or with their attempting only a
portion of what was agreed. The benefit of facilitat
ing the retreat lies in building the client relation
ship. As a result of the engagement, you will have a
better understanding of clients’ problems, know
what they are up against, and be fully aware of the
direction they wish to go.
There are also several dangers in all of this. One is
in failing to be non-judgmental. It can create prob
lems if someone feels you are taking sides. You have
to make sure there is communication of the other
people’s points of view, not your own.
The process can be emotional and even involve
tears, but there has to be some baring of the soul —
some pain in it. If it goes really well, much good can
come out of it.
We CPAs get used to telling clients what to do and
sometimes forget that if we want them to listen to
us, we have to prove that we have listened to them
and have addressed their concerns. Your facilitating
their retreat gives them a chance to see that.
If clients don’t do something in the action plan,
don’t chide them. You will have a chance later,
because of your relationship, to remind them it
might be a good idea. And if there are stylistic dif
ferences within the key management group, you
may be able to resolve these with a mission state
ment. Sometimes owners don’t want to issue a mis
sion statement. But if key people need direction and
the owner is not hearing them, this may be the best
way to obtain it.
As I said before, a lot of good can come out of facil
itating client retreats, but they are not an easy sell. I
encourage you to consider it, though. The result
might be a new direction for all concerned. □
—by Paul R. Marshall, CPA, Marshall & Libby,
2271 Congress Street, Portland, Maine 04102, tel.
(207) 775-1111, FAX (207) 774-3439

Editor’s note: Mr. Marshall says the AICPA book,
Strategic Planning (A Step-by-Step Guide to Building
a Successful CPA Firm) by Sheryl L. Barbich, who
facilitated the SFAC's strategic planning process, con
tains numerous ideas on developing and implementing
strategic plans and mission statements that are applic
able in client situations, too. To purchase the book,
product no. 090402, cost $37.50 (members),$41.25
(nonmembers), call the AICPA order department, (800)
TO-AICPA. Ask for operator PC.
Practicing CPA, September 1995
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PCPS Advocacy Activities
TIC issues an invitation
The technical issues committee (TIC) of the private
companies practice section plays a crucial role in
PCPS advocacy efforts by acting as liaison to the
Financial Accounting Standards Board, its govern
mental counterpart GASB, and the American
Institute of CPAs standard-setting bodies. TIC mon
itors the issuance of all professional standards,
informs local and regional firms of the effects of
new pronouncements, and advocates their concerns
with the relevant professional authorities.
TIC meets five times a year to discuss various pro
fessional issues, and invites local practitioners to
observe the sessions. (Usually, guests are granted
privilege of the floor.) Due to the technical content
of the discussions, firms benefit most if their key
accounting and auditing partner attends.
Meetings are scheduled for
September 7—FASB, Norwalk, CT
September 8—AICPA, New York, NY
November 13-14—AICPA, Washington, DC
January 12-13, 1996—Orlando, FL (tentative)
May 15-16—AICPA, New York, NY
If you are interested in attending a TIC meeting, call
George Hoffmann at the Institute, (212) 596-6144.
TIC Goes Online
On September 11, TIC will begin using the
Accountants Forum message center to post specific
accounting and reporting issues on which it would
like AICPA members to comment.
Standard setters ask TIC for examples of areas
where guidance needs to be clarified or changed.
While TIC’s 14 members comprise a broad spec
trum of expertise on which to draw when advocat
ing changes beneficial to local and regional firms,
TIC’s ability to gather supporting evidence will be
greatly expanded by using the Forum.
The first three issues on which TIC requests com
ments focus on how compliance with standards
involving subjective judgments can be made more
effective. Briefly, TIC needs examples of
□ The difficulties CPAs experience in determining
the adequacy of credit risk concentration dis
closures under SFAS no. 105.
□ How CPAs support their judgment when assess
ing the adequacy of deferred tax asset valuation
allowances.
□ The problems CPAs face in applying the terms
“remote, probable, and reasonably possible”
when assessing contingencies under SFAS no. 5.
Full descriptions of the issues will be posted in the
accounting message area of the Accountants Forum
message center on September 11. To find the issues,
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search the message area for the subject “TIC.” The
GO word for the Accountants Forum is “AICPA.” For
further information on CompuServe, see page 7 of
the July 1995, CPA Letter.

TIC Alert
FASB to look at disclosure overload
The Financial Accounting Standards Board has
issued a prospectus on disclosure effectiveness with
comments due by November 30. Among other
things, FASB asks for examples of disclosures you
consider less than useful and, most important, the
reasons for this.
TIC believes this is a prime opportunity for local
firms to make their case that some disclosure
requirements are unwanted, unneeded, and too
costly for small business owners.
One influential group has already downplayed
cost as a factor by arguing that there is no added
compliance cost to financial statement preparers.
The group points out that accounting salaries must
be paid anyway, and the costs are ultimately borne
by the firm’s investors—the users of the financial
statements. This shows that FASB also needs to hear
from those who serve small businesses and not-forprofit entities.
Because of the importance of getting local firm
input on this subject, FASB has granted TIC permis
sion to make the document available on CompuServe
in the Accountants Forum (GO AICPA), in the
accounting library. The file name is PROSP1.TXT.
Copies of the prospectus, product no. PROSP1,
can also be obtained by writing to the Order
Department, Financial Accounting Standards
Board, 401 Merritt 7, P.O. Box 5116, Norwalk,
Connecticut 06856-5116. □

Nonauthoritative Practice Aid Available
The AICPA publication, Preparing and Reporting on
Cash- and Tax-Basis Financial Statements, discusses
recognition, measurement, and disclosure matters
for cash and tax-basis presentations. Sample finan
cial statements, unusual disclosures, audit, compi
lation and review reports, and a disclosure checklist
are also included in the publication.
By highlighting the need to provide help to local
firms performing such engagements, the PCPS tech
nical issues committee (TIC) was instrumental in
the publication’s development.
To purchase Preparing and Reporting on Cash- and
Tax-Basis Financial Statements, product no. 006700,
cost to members $35.00, call the AICPA order depart
ment, (800) TO-AICPA. Ask for operator PC. □
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Your Voice in Washington
New guidance on corporate state tax
administrative uniformity available
Guidance in complying with multi-jurisdictional tax
laws is available in a practice guide prepared by the
AICPA. It outlines the various state rules concerning
filing dates, penalties, and reporting of federal
adjustments, and makes recommendations for uni
formity. The AICPA state and local taxation com
mittee plans to encourage state legislatures to adopt
these regulations.
Among the recommendations are the following:
□ Floating interest rates should be applied at an
equal rate to both refunds and assessments.
□ A uniform interest rate should be adopted based
on a commercially recognized prevailing market rate.
□ Accuracy-related penalties should be modeled
after the federal statute, imposing penalties for sub
stantial underpayment at 20 percent.
□ Penalties for late filing and late payment should
be imposed at the federal rates, 5 percent per month
up to a maximum of 25 percent for late filing, and
0.5 percent per month up to a maximum of 25 per
cent for late payment.
□ Exceptions should be allowed to penalties for
underpayment for reasonable cause.
□ Ninety days should be allowed for reporting (on a
simplified report) a federal change to state tax authori
ties through the use of an amended state tax return.
□ An automatic extension of the statute of limita
tions should be permitted for a one-year period for
assessments and filing refund claims, beginning on
the date the federal change is reported.
□ State income tax return due dates should be
thirty days after the federal tax returns are due,
including extensions.
□ States should grant an automatic six-month
extension upon the timely filing of a federal exten
sion with the IRS.
□ The payment of the final state tax due for a year
should be separated from the extension request pro
cedure.
□ The statute of limitations for deficiencies and
assessments generally should be three years (six years
for substantial omissions and none for fraud) from
the later of the filing date of the return or the due date.
□ The statute of limitations for refund claims
should be three years from the date the original
return was filed, including extensions, or two years
from the date of payment of the tax.
The practice guide, product no. 061044, cost: $10
for members, $11 for nonmembers, is available
from the AICPA order department, (800) TO-AICPA.
Ask for operator PC. (Members of the AICPA tax
division will automatically be mailed a copy.) □

Conference Calendar
National Governmental Accounting &
Auditing Update Conference
September 28-29—Hyatt Regency Tech
World, Denver, CO
Recommended CPE credit: 16 hours
National Practice Management Conference
Featuring Marketing and Firm
Administration for the Local Firm
*
October 8-11—Dallas Omni Mandalay,
Dallas, TX
Recommended CPE credit: up to 21 hours
National Auto Dealership Conference
October 19-20—Fairmont Hotel, Chicago, IL
Recommended CPE credit: up to 20 hours
National Conference on Federal Taxes
October 19-20—Grand Hyatt Washington,
Washington, DC
Recommended CPE credit: 16 hours
National Governmental Training Program
October 30-November 1—Bally’s Casino
Resort, Las Vegas, NV
Recommended CPE credit: 24 hours
Small Firm Conference
*
November 1-3—Wyndham Paradise Valley
Resort, Scottsdale, AZ
Recommended CPE credit: up to 24 hours

Credit Unions Conference
November 13-15—Registry Resort, Naples, FL
Recommended CPE credit: up to 20 hours
Annual Conference on the Securities Industry
November 14-15—New York Vista Hotel,
New York, NY
Recommended CPE credit: 14 hours

National Conference on Banking
*
November 16-17—Grand Hyatt,
Washington, DC
Recommended CPE credit: 17 hours

National Business Valuation Conference
November 16-17—Grand Hyatt,
Washington, DC
Recommended CPE credit: 16 hours
National Construction Conference
December 4-5—Arizona Biltmore,
Phoenix, AZ
Recommended CPE credit: up to 18 hours

To register or for more information, call the
AICPA CPE division, (800) 862-4272.
*For more information, call the AICPA meetings
and travel department, (201) 938-3232.
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MAP Musings

industrialized localities. Our office has benefited
from these positive economic conditions.

To help in planning national programs and products,
the AICPA management of an accounting practice
(MAP) committee often begins its meetings with
members briefly describing local economic and busi
ness conditions and developments in their practices.
Following is a synopsis of some members’ comments
at the MAP committee’s last meeting.

—by Monte Bluske, CPA, Wipfli, Ulrich, Bertelson,
P.O. Box 690, 713 Kenney Avenue, Eau Claire,
Wisconsin 54702, tel. (715) 832-3407

New services contribute significantly to the growth
of our firm. Recently, computer consulting and ben
efit consulting have proved to be successful. We are
now looking at family-business succession planning
to see whether this service fits with the goals of our
firm and would be a viable offering.
I believe a way to manageable and sustainable
firm growth is to first identify core competencies,
and then to focus on those strengths while identify
ing new services or areas of practice to enter for
future growth. This is what we have been doing over
the years, and it is a method that would seem to suit
firms of all sizes.
To help focus on core competencies, firms should
first segment their practices by industry and ser
vices. Having done that, plans can then be made to
further improve skills in key areas and to promote
the firm’s expertise in those areas. At the same time,
firms should be prepared to invest in ongoing
research and development to produce the seeds for
future growth.
—by James G. Castellano, CPA, Rubin, Brown,
Gornstein & Co., 230 South Bemiston Avenue, Saint
Louis, Missouri 63105-1907, tel. (314) 727-8150,
FAX (314) 727-9195

Our practice area in north Florida is in the growth
portion of the state and, basically, economic condi
tions are good. Nevertheless, we are seeing some
consolidation of business into large companies
whose accounting work is not available to us.
To offset this, we are finding new ways to serve
and expand our client base by developing the con
sulting area of our practice. That’s where the action
is—in services such as litigation support, forensic
accounting, and loaned comptrollers.
—by J. Vern Williams, CPA, Williams, Cox, Weidner
& Cox, 1713 Mahan Drive, Tallahassee, Florida
32308-5201, tel. (904) 878-8777

Our local economy has been quite strong during the
past year, despite the loss of a couple of major
employers. Our practice is in a retail and service
hub, and, usually, the peaks and valleys in our local
economy are not as pronounced as they are in more
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The economy in the Denver, Colorado, area has
been strong, the past four or five years.
Nevertheless, there seems to be some movement
toward CPA firms downsizing, with partners
becoming more chargeable, more involved in field
work, and moving closer to clients. It also appears
that a number of firms are forming separate corpo
rations to start new businesses. We are seeing that
in 401 (k) administration, cafeteria plan administra
tion, computer consulting, money management,
homeowner association administration, and in
mergers and acquisitions.

—by Randy S. Watson, CPA, Yanari, Watson, Lyons
& Co., P.C., 9250 E. Costilla Avenue, Suite 450,
Englewood, Colorado 80112-3647, tel. (303) 7923020, FAX (303) 792-5153

Through the years, the economy in our section of
Virginia has been stabilized and somewhat shielded
from the volatility of the national economy by the
heavy concentration of military and other govern
ment installations in our area. With the downsizing of
the naval forces, however, the shipyards are having to
make the transition from naval to civilian repair facil
ities, and our economy has become more vulnerable.
So while the situation is basically stable, business
is certainly not dynamic, and our practice mirrors
that. We usually add about 4 percent a year to rev
enues and have been satisfied with this, given the
economic realities. To improve that experience, we
are intensifying our marketing efforts.
Last year, we had a special situation that gave us a
boost. If we eliminate that special situation from com
parisons, this year’s growth is quite strong— about six
percent. The growth is coming from expanded services
to present clients and from adding some new clients.

—by James K. Hall, CPA, Edmondson, LedBetter &
Ballard, L.L.P., 2200 Dominion Tower, Norfolk,
Virginia 23510, tel. (804) 627-2100, FAX (804) 6270412
Throughout the 1980s and 1990s, the economy in
North Carolina has been fairly stable. With a mod
erate climate, renowned research facilities, univer
sities and private schools, and a significant popula
tion of well-educated professionals, the state can
offer a good quality of life and is popular for retire
ment and business relocation.
The Greensboro, Winston-Salem, High Point
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triad has not been in an economic boom, by any
means, but the area around Raleigh has, and
Charlotte has become an important regional finan
cial center. So although tobacco is taking a beating
right now, which could have an impact on the rural
economy, the state is not overly dependent on this
or any other single industry. We still see growth
here.
Our practice is geared to small businesses. As
large corporations set up operations in the state or
expand existing ones, their activities support small
ancillary businesses and we benefit from that. We
have a significant client base in the construction
industry, for example. That industry is a direct ben
eficiary of the influx of people and corporations,
and our construction practice has grown along with
the industry.
We also have a number of retail clients. The
retail industry is another beneficiary of the gener
al growth in population. As the retail sector has
prospered, our services to retail clients have
increased, too. Our Raleigh office has benefited
particularly from this trend. In short, North
Carolina is a good state for business and for pro
fessional practice.

—by David E. Williams, CPA, Williams, Overman,
Pierce & Company, P.O. Box 3366, 301 Battleground
Avenue, Greensboro, North Carolina 27402-3366, tel.
(910) 275-1686, FAX (910) 273-4081

Observing a decline in clients’ willingness to pay for
perceived compliance services, we changed the
emphasis of our tax return processing system from
compliance to an interactive and planning focus.
The results have been a decline in busy season
hours, an increase in volume and billings, satisfied
clients, and a marked increase in planning services
during the “off-season.”
—by Bea L. Nahon, CPA, Bea L. Nahon, CPA, P.S.,
914-140th Avenue, N.E., Suite 200, Bellevue,
Washington 98005, tel. (206) 641-5144, FAX (206)
562-0093.
We have developed a number of programs to
encourage staff to participate in the firm’s growth
and to make sure employees are rewarded for those
efforts. Early this year, we started a program that
we think has gone particularly well. We established
a nonqualified employee stock ownership program.
The program allows anyone who is a CPA and
who has a minimum of one year’s experience with
our firm to buy an ownership interest in the prac
tice. They must use their own money to do this (it is
a proper investment), and the details of when, how,
and how much employees can buy into the practice

have been well thought out.
Employees’ return on investment is obtained in sev
eral ways. First, everybody receives an 8 percent guar
anteed return. A significant portion of employees’
investment is in the form of debt issued specifically by
the firm, and this is the return on that. There is an
equity content as well. The return on this portion of
their investment is obtained as a revaluation of their
stock based on the cash receipts of the practice.
So far in 1995, our cash receipts are up 17 per
cent. If we continue at that pace for the year (we
actually expect to do better than that), those peo
ple who have invested are looking at a return of 18
to 19 percent on stock revaluation and an 8 per
cent actual cash return. All in all, they are proba
bly looking at a 25 to 30 percent return on their
investment.
We went one step further. Our firm runs on bor
rowed capital. We use employees' invested dollars to
retire borrowed capital. Because we were already
paying interest on the borrowed capital, it is basi
cally just an offset from a cashflow standpoint. But
because we were also amortizing debt over five
years and now don't have to because their capital is
presumably more permanent, there is a savings. We
have taken half of this savings and used it to triple
the benefit on our 401(k) plan. It really is a tremen
dous investment for employees.
The reason we began this program was certain
ly not financial. Employees cannot invest enough
money to make much of a difference in our prac
tice. It was because we wanted employees to be
more committed to the practice and to our clients.
We believed this program would achieve that.
Also, we have done a lot of work in our firm to dif
ferentiate partner and nonpartner tracks.
Sometimes, outstanding individuals may not cur
rently have all the capabilities and qualifications
needed to become a partner, but we don’t necessar
ily want them to leave because of that. We believe
this program provides a way to generate a nonpart
ner track and allows somebody to be both a wellpaid professional and a shareholder in the practice.
This year is shaping up as the best one we have
ever had. Billings, through the end of June, are up
18½ percent, and we will be increasing our profes
sional staff by 10 percent. Eighty-five percent of the
people eligible to invest at the beginning of this year
did so. Employees can invest in the program once a
year, and we think we will see a run on the bank
next time as more people wish to become involved.
It has gone so well. □
—by Gary S. Shamis, CPA, Saltz Shamis &
Goldfarb, Inc., 31105 Bainbridge Road, Solon, Ohio
44139-2284, tel. (216) 248-8787, FAX (216) 248-0841
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We Need Your Input
The AICPA management of an accounting practice committee and women and family issues exec
utive committee are collaborating on a publication about flexible work arrangements. The com
mittees would appreciate receiving information from you about successful flexible work arrange
ments that might help illustrate issues covered in the book.
Description of Flexible Work Arrangements

Firm Size:
No. of partners _________
No.of professionals (including partners)
Total personnel

________

To make sure your input is received by October 6, 1995, mail or (preferably) FAX a copy of this
completed page to Laura Inge at the Institute’s New York office, (800) FAX-1112. □
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